Abstract: This paper presents a pragma-rhetorical analysis of persuasive discourse performed by applying the information theory, modelling the process of public communication, and employing the classical notions of ethos, pathos, and logos in order to examine the factors that affect the communication process in the culturally and linguistically heterogeneous environment and to foreshow the meta-linguistic strategies, which could serve as global rhetorical maxims or universals. 
Thus, the interactional model of communication, rather than render a simplistic transfer of the message from the sender to the receiver (Fig. 2a) , should take into account all the possible 'noise' factors that influence the message perception by the audience (Fig. 2b) . 
Public speaking viewed from the rhetorical perspective
On the other hand, public communication viewed from the rhetorical perspective falls under the sequential model that reflects the process of creation and delivery of a message (Федорів 2010: 10-11 ).
According to Gronbeck, Ehninger, and Monroe's model of the speechmaking process (1988: 13) and Matsko's description of the classical fivefold model of proof (2006: 90-91 ), a speaker discovers rational (logos), emotional (pathos), and ethical (ethos) proofs (pistis), arranges the proofs strategically, clothes the ideas in clear and compelling words, memorizes the things and words, and delivers the product appropriately (Table   1) . For the purposes of the further analysis, the three rhetorical appeals mentioned above (logos, pathos, ethos) deserve a more detailed consideration. Namely, they are defined in Aristotle's Rhetoric (1982) as artistic proofs that make up the art of rhetoric. These proofs include ethos (character), pathos (emotion), and logos (logic), which provide resources of communication that are available to the public speaker or persuader.
Logos has numerous definitions, but usually it refers to the words used, logical content or reasoning, or thought expressed in words. It refers to any attempt to engage the intellect, the general meaning of "logical argument." As outlined by Callaway (2012) , in order to appeal to logic (logos), a speaker uses theoretical, abstract language; denotative meanings/reasons; literal and historical analogies; definitions; factual data and statistics; quotations; citations from experts and authorities; informed opinions. As a result, the speaker evokes a cognitive, rational response from the audience.
Ethos refers to the trustworthiness of the sender of the message. To develop ethos, the language of the message should be correspondent to the audience and subject, with the appropriate level of vocabulary and correct grammar; the presentation should be restrained, sincere, fair minded (Ibid.). These demonstrate the author's reliability, competence, and respect for the audience's ideas and values through trustworthy and suitable use of support and general accuracy.
Pathos is related to the words pathetic, sympathy and empathy. As Callaway points it out, whenever we accept a claim based on how it makes us feel without fully analyzing the rationale behind the claim, we are reacting to pathos. In order to appeal to emotion (pathos), the speaker should employ vivid, concrete, emotionally loaded language; connotative meanings; emotional examples; vivid descriptions; narratives of emotional events; emotional tone; figurative language. This evokes the audience's emotional response. Appeals to pathos "touch a nerve and compel people to not only listen, but to also take the next step and act in the world" (Callaway 2012).
It is estimated that, depending on the rhetorical situation, people may often be persuaded by the ethical argument in the first place; in the second place, by the pathetic argument, which takes their feelings into account; and only in the third place by the argument from logic (Fedoriv 2004: 281-283) .
Hence, viewing public communication through the prism of the theory of information (Fig. 3) welded with the classical model of proof (Table 1) we may render the public speaking process as follows.
1) The orator is regarded as the sender, i.e. the addresser who encodes and transmits the message -according to Cicero and Quintilian -through the rhetorical stages of (3) The audience receives the message and decodes it into its mental reflection.
(4) The medium refers to the channels in which the message is carried. Generally, messages can be carried to a receiver via oral communication, written communication, and visual communication channels. Public speaking, as a rule, is performed orally, yet its recorded samples can be presented in both written and oral (audio or video) formats.
(5) Noise has a direct effect on communication because of its ability to impair accurate transmission of the message being sent. In public speaking, the noise factors may refer to the linguistic (e.g., a shared/not shared thesaurus) and extralinguistic (physical, cultural, social, etc.) environment in which the communication process is taking place.
(6) Feedback refers to the interpretation of the message and depends on the audience's opinion, attitude, the level of comprehension, and perceived meaning of the message. 
Public speaking in the aspect of pragmatics
Our next step in approaching the research purpose will be to narrow the general definition of public speaking to the working term employed in this study.
In an attempt to define public speaking, I find it pointful to quote Pocheptsov, who underlined that "the definitions themselves have only that meaning which the researcher wants to protect, study, and implement" (Почепцов 1999: 19) . Thus it is expedient for our study purposes to put forward the definition of communication specified by Miller (1966: 92) as intentional: "Those situations in which a source transmits a message to a receiver with conscious intent to affect the latter's behaviors".
Referring to one of Grice's central claims, Wilson and Sperber (2002: 249) claim that an essential feature of most human communication, both verbal and non-verbal, is the expression and recognition of intentions.
It should be noted, however, that while the production-related components of public speaking -mediated either orally or in writing and regarded through the prism of the communication model -have been extensively discussed by the researchers of public speaking (with the message including sound, lexis, grammar, stylistic arrangement, and the speaker's linguistic portrait), it is the perception-related part of the communication model that has been overlooked.
The necessity to look more precisely at the receiver's interpretation of a message can be illustrated by a few well-known examples of ambiguous perceptual patterns.
Perception is how we perceive things physically, mentally, emotionally, and cognitively. Our brain uses neural impulses to create experiences of vision, hearing, touch, smell, and taste. For instance, visual perception is a fused function of our eyes and brain. Depending on what prevails in our mind at a certain moment, we may see different things. Namely, the images below can be broken down into shapes and colours differently and thus show that visual perceptions may depend on what we focus first on: the background or the foreground, on specific shapes or individual features. Other visual examples include orthographic projections of three-dimensional objects - It should be noted about the duck/rabbit ambiguity ( Fig. 5d) that it can prove a biased nature of human perception. A test was conducted at The art of stylistics PALA 2009 conference in Roosevelt Academy, Middelburg, the Netherlands. (Fedoriv 2009: 20) .
The participants of the session were divided into two groups, one exposed to a picture of a duck (Fig. 6a) and the other to a rabbit (Fig. 6b) . Then both groups were shown a duck/rabbit figure ( Fig. 5d ) and asked to write down what they saw.
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The responses in both groups for the most part coincided with the picture the participants had seen first.
This experiment shows that the audiences' perceptions can be induced by preliminarily exposing them to a certain type of information that they believe is true. Then the following piece of information will tend to be perceived in accordance with the previously given cognitive stimulus. Apparently, we may hypothesize that this psychological feature will similarly manifest itself in oral communication.
Ultimately, the audience's response to public speeches will depend on the specifics of deciphering and the ways of interpreting the message, which are influenced by the 'noise' factors such as varying linguistic, experiential, social, cultural, and other local and global contexts. Deserving special empirical research, these factors will delineate a specific area of the case study discussed in this paper and make the Sperber and Wilson (1986: 15) , outlining their cognitively-based Relevance Theory, regard the notion of 'context' as "a psychological construct, a subset of the hearer's assumptions about the world". Accordingly, communication not only requires encoding, transfer, and decoding processes, but also, as Gutt specifies, "crucially involves inference" (Gutt 1998 ). In conformity with our hypothesis mentioned above, the same message can convey opposite meanings depending "not only on its semantic content, but on the context, in which it is interpreted or, more technically, on the contextual information, with which it is inferentially combined" (Gutt 1998: 42) . Gutt treats the context as a wide set of premises used in interpreting the message: from scientific hypotheses to religious beliefs and from individual anecdotal memories to general cultural assumptions; it also includes the surrounding text called 'co-text' (Ibid.). In the final account, as Gutt emphasizes, the success of communication depends on the audience's using the speaker-intended context.
Public speaking viewed in the cross-cultural context
In other words, the sender can communicate ideas effectively by taking into account all aspects of the context, which makes it possible to regard the communication process from different angles, such as culture, country, social setting; external and internal factors. The receiver, likewise, is influenced by the context through the internal and external stimuli (experience, education, confidence, opinion, attitude, emotions, likes, dislikes). A change of the context, as Gutt underlines, can change the whole meaning of the message; moreover, the wrong contextual information can hinder the communication endeavour (Gutt 1998: 42-49 ). An attempt to illustrate this change of the message perception will be made in the following case study.
Case study

The Message Encoding
The rhetorical message under analysis is the global climate change brought to public (Frommer 2012: 118-124) .
Despite the obvious scepticism, Frommer's one-paragraph review objectively outlines the plot and design of the film, acknowledging that Guggenheim "made a successful movie out of a slide show" centred around the idea "that global warming was the most important issue" (Ibid.:119). Based on this acknowledgement by a sceptic, we can assume that the message was appropriately encoded for the intended audience, which perceived it adequately, regardless of the spectators' personal attitudes.
At the same time, the actual response split between the supporters of the climate change idea and its critics. Particularly, in the native context the message perception happened to be shaped mainly by the viewers' political affiliation. Namely, an environmental study shows that, when considered by party, the number of respondents saying that the effects of global warming had already begun, increased from 52% in 1997 to 78% in 2004 for Democrats and, on the contrary, decreased from 48% in 1997 to 42% in 2004 for Republicans (Dunlap & McCright 2008) . Therefore, for the sake of objective examination, it seems more expedient to analyze the message perception by the audiences not directly engaged in the Republican versus Democrat debate.
Message decoding
Translation
A message sent across borders requires the addressee's possessing a working knowledge of the source language or the translator's interpreting the original text into the target language.
Strictly speaking, there is no uniform definition of translation. Referring to its main purpose, "the translation is intended to restate in one language what someone else said or wrote in another language" (Gutt 1998: 46) .
In practice, it appears to be an art, the process and product of which is often defined by the addressee's background knowledge, pragmatic factors, ideologies, and taboos, by what can be said explicitly and what is presupposed, by location and time and by the translator's skill to coherently render the message.
The interpretive resemblance is what Gutt characterizes as "the core relation between the translation and the original" (Gutt 1998: 48) . Functionally, it is supposed to perform the same pragmatic role, "to have the same emotional and persuasive charge of the original" (Mulien 2009 ), and to influence the audience in the same way as the original.
In other words, a translation is supposed to be equivalent to the original in order to evoke in the receivers of the translation the same feelings as in the receivers of the original, given that "the price and hence the quality of translations should be commensurate with the value attached to an original, which is used for the same purpose and with the importance attributed to it in the process of communication" (Sager 1983: 121) .
However, if the audience's cultural background is other than that envisaged by the original communicator, i.e. when the translator is "quoting the original 'out of context'," a communication attempt may fail. Gutt terms such instances, where a text is presented to an audience with a context different from the original, 'secondary communication situations' (Gutt 1998: 49; cf. Gutt 1991: 72ff) .
There are, however, certain ways, e.g., introductory remarks, or comments, in which the communicator can inform the audience of how the message has to be understood (Gutt 1998: 49) . Without such remarks or comments, attempting to bring the audience to a foreign context of the original text produces the same mismatch as trying to transplant the original text into the target audience's context: in both situations, the consistency and authenticity of communication become deficient. This is especially true when the differences in context are significant.
Having postulated this prerequisite, we assume that it is applicable to both written and spoken discourse, including the audio-and video-rendering of the original. Speaking of the cinematograph, a "second-hand" viewer is subject to misperception if the film is subtitled and/or dubbed into the target language by a context-insensitive translator.
Thus, when considering An inconvenient truth brought to the Ukrainian audience, one may spot a number of translation flaws, starting from the very first minutes.
The movie begins with a stage announcement of Al Gore's presentation, followed by Gore's self-introduction: "I am Al Gore. I used to be the next president of the United States of America." In the original movie, the listeners start laughing: they spot and appreciate the mild self-irony of "used to be the next president" (Fig, 7) .
The voice-over renders this opening phrase in Ukrainian with no account of "used to," producing wrong contextual information: "Я -Ел Ґор, майбутній президент Сполучених Штатів" ("I am Al Gore, the future president of the U.S."). Viewing the film copy with the subtitles off, the Ukrainian audience starts laughing too, yet this reaction is induced partly by a developed habit of catching the sitcomtrendified background laughter and partly by a sceptical perception of the misinterpreted message (and thence, the speaker). Indeed, the translator's seemingly small inaccuracy (dropping "used to") diametrically distorts the original meaning.
While in the original "used to" implies that Al Gore, at the moment of speaking, had no more intention of running for president, the translation suggests quite the opposite, inferring repeatedly failed attempts and thus damaging the speaker's credibility, undermining the rapport between him and the Ukrainian spectators, and disfiguring further perception of the appeal sent through the movie to the global audience.
The survey was conducted in English among the fifth-year university students of the National University of "Kyiv-Mohyla Academy", Kyiv, Ukraine, 96% of whom self-assessed their level of listening comprehension in English as "good" or "excellent". Although such responses do not exceed 18.5% of those who watched the dubbed or subtitled movie, the figure itself is the evidence that the global receivers do not unanimously share the sender's concerns, the translator's poor work being one factor, among others, contributing to the denial of the problem. In other words, 'interlingual translation' (after Jakobson), instead of transmitting the original message, can in some instances make it digress.
Interpretation
From the aforesaid it becomes obvious that a correct (speaker-intended) perception of a message is rooted in the inferential nature of human communication and is highly context-dependent. At the same time, the original communicator might be primarily concerned for the message to be accepted in the shared context (i.e. the context, which the original audience is assumed to have) and is rarely concerned whether the text would be applicable to a different context. The Social Judgment Theory in action is demonstrated in a diagram by Levine et al (2016) (Fig. 8) , reflecting how the incoming information is processed depending on reasoning and the civilizational disparity between the sender and the receiver become a crucial factor that amplifies the effect of rejection or non-commitment. The need for the message adaptation to the audience's concerns, needs, and values becomes obvious, which will be discussed in the next section. 
Relaxation: message encoding revisited
Proceeding from Aristotle's principles of "artistic proofs" and the SJT principles of message perception, Pregen (2014) (1) If the audience members are strongly in favour of the communicated message, then they may be ready to act, and the speaker's strategy will be to provide practical solutions, with the emphasis on motivating them rather than informing and reasoning.
(2) The audiences who are in favour may already share many of the speaker's concerns and beliefs, so the message sender should clarify and reinforce existing beliefs and attitudes to lead them to a course of action.
(3) Those who are mildly in favour may be inclined to accept the addresser's view, but with little commitment. The strategy to persuade them will be based on strengthening positive beliefs by emphasizing supporting reasons.
(4) The audience members who are neither in favour nor opposed may stick to the non-commitment latitude because they can be uniformed, neutral, or apathetic. The speaker's strategy will respectively be to emphasize information relevant to belief or action, reasons relevant to a belief or action, or the seriousness of the problem and the importance of the proposition.
(5) Those who are mildly opposed may question the speaker's credibility or have doubts about the truthfulness of the communicated idea. The speaker should provide reasons and evidence that will help them to consider the advocated position.
(6) If the audience members are opposed, their beliefs, values, or attitudes may be contrary to those of the sender's. The persuasive strategy will be to emphasize sound arguments and concentrate on shifting beliefs rather than on moving to action. The exposition should be objective in order to avoid arousing hostility.
(7) The hostile audience members may be totally unreceptive to the discussed position, so the speaker should attempt to show common ground between the two sides and try to get the listeners to understand the idea. Regarding Al Gore's message perception by the Ukrainian viewers, the initial attitudes towards the issue of the global climate change fluctuated between categories (2) and (4), as compared to the full range of the persuasive strategies that could be detected in An inconvenient truth, judging by the content and the impact of logical, emotional, and ethical arguments and evidence. Hence the strategic weight of the message was dispersed and the ultimate impact diminished. In particular, the practical recommendations on reducing the energy consumption (strategy 1) fall out of the Ukrainian context due to apparent dissimilarities of the source and target life styles.
The clarification and reinforcement of beliefs (strategy 2), as well as emphasis on the seriousness of the problem and development of supporting reasons (strategy 3) do not seem to lead a Ukrainian viewer to a course of action because of the above mentioned emphasis on "We Americans" being perceived as exclusion. Among the Ukrainian viewers who participated in the survey there were none openly opposed / hostile, so the personal stories (the son's accident; the frog parable; a character from The Simpsons) or appeals to ethical issues (unfair presidential elections; denial of the moral responsibilities towards the planet) aimed at the viewers' considering the issue and shifting their views (strategies 5-7) were perceived by Ukrainians as entertaining or manipulative components. As a result, despite the solid information relevant to the subject matter, the logical reasons, the emphasis on seriousness of the problem and the importance of the proposition (strategy 4), Al Gore's call to action remained practically unanswered. Ukrainian environmental initiatives, if any, owe it to volunteers' and NGO's efforts rather than the appeal of An inconvenient truth whose total audience in Ukraine has not been really abundant.
On the contrary, this very film was proved highly valuable by members of the Norwegian Nobel Committee, which testifies to the fact that they shared the 
Message transfer through other media
As it has been mentioned above, Al Gore's global warning was reiterated in his Nobel Prize lecture to the live audience. It should be noted that the movie itself was built on a cycle of lectures, which Al Gore developed and presented in hundreds of countries trying to raise people's awareness of the planetary crisis.
The idea to address the world audience and communicate the message about the planetary crisis originated from the author's student observations and interest in his college professor's studies of the temperature rise and the resulting climate change. The initial slide presentation underwent numerous adaptations and modifications based on the audience response. Thus, the movie communicates the message in a slightly milder way due to the inclusion of Gore's personal life stories and the modification of some illustrations of the issue.
In particular, the problem of global warming was illustrated in the slide show by the classic story about an old science experiment. When a frog jumps into a pot of boiling water, it immediately jumps out again because it instantly recognizes the danger. Yet the same frog, when put in a pot of lukewarm water that is being slowly brought to a boil, will simply stay in the water until it is boiled (Fig. 9a) . In a subsequent book of the same name, based on both the slideshow and the movie, the author recounts this episode about the frog, pointing out to a different ending to the last sentence: "until the frog is boiled" has been changed to "until the frog is rescued" (Fig. 9b) , after one of his listeners came up to him expressing concern for the fate of the frog. "I finally learned the importance of rescuing the frog" (Gore 2006: 294) . He continues, expanding the explanation, as compared to the movie:
But of course the larger point of the story is that our collective "nervous system," through which we recognize an impending danger to our survival, is similar to the frog's. If we experience a significant change in our circumstances gradually and slowly, we are capable of sitting still and failing to recognize the seriousness of what is happening to us until it's too late. Sometimes, like the frog, we only react to a sudden jolt, a dramatic and speedy change in our circumstances that sets off our alarm bells (Ibid.: 294-245).
There is also a more realistic depiction of the melting icebergs and the Polar bear issue in the book as compared to the movie. The motion picture contains an animated episode showing the bear trying to catch the ice floe (Fig. 10) , suggesting (like in a traditional fairy tale) that it will finally manage to get out of water. The book contains a real photo of the Polar bears leaning on each other on a thawing block of ice. No fairy tale ending is implied. Referring back to biasing the rabbit/duck perception study, it is easy to spot Gore's using the technique of induced perception in the original frog story (say, we will be sitting still like the frog until we are boiled) and in the book depiction of the Polar bears fate (the reader is truly involved and alarmed by the prediction that the coastal cities, including New York, will drown if the icebergs continue melting). It should be admitted that the power of this persuasive tool is lost in the movie after making the animal stories less dramatic. And yet -with its dynamism and vividness, rich prosodic and rhetorical devices, emotional involvement and visual effects -the film makes quite a strong impact on the viewers leaving them with a lasting impression.
A final important observation that should be mentioned concerning the differences of the message adaptation to different communication media is that the three modes of persuasion -logos, pathos, and ethos -are manifested to a different degree in the three modes of communication: Al Gore's lecture, movie, and written text. Namely, the estimation of the ratio of the logical, ethical, and emotional tools of influence on the audience as identified in the different modi of communication -writing (book), sound (Nobel lecture) and audio-visual, or kinesthetic (movie) -makes it possible to outline the general characteristics of Gore's public appeal as the correlation of certain media of communication with the corresponding dominant rhetorical techniques applied in order to influence the audience (Table 2) . Thus, the analysis shows that all the three factors -logical, ethical, and emotional -are integrated when operating in the public discourse; however, depending on the mode of communication, one of them becomes more prominent, dominating over the other two.
That is to say, different modes of communication can be considered as correlates of corresponding tools of public influence.
Conclusion
To sum up, having focused the research in the area of audience attitudes and social judgement, we can infer that in the context of the widened horizons of communication, It has been proven by the survey analysis that in order to succeed when addressing the message to the global audience, the rhetor should also consider the cultural diversity.
This implies being aware of different values and lifestyles, using supporting materials that correspond to the audience's cultural expectations, avoiding ambiguity, limiting ethnocentric references and examples, and understanding that icons are not icons everywhere (Zielinski 2008) .
The study has revealed and tested the pragmatic potential of using the technique of induced perception of the message by the audience, based on the phenomenon of foregrounding certain information, with the implied inferences, which the audience would be likely to agree upon.
Further research in this area, considering cognitive and cultural aspects of public appeals and applying contrastive methodology, will specify the factors that influence the communication process in a culturally heterogeneous environment. It is hoped that a better understanding of pragmatic and cognitive features of communication will enable public speakers to increase the likelihood of success in their persuasive attempts.
process in a heterogeneous cultural, linguistic, and attitudinal environment, with the research objective to foreshow the meta-linguistic strategies which could serve as global rhetorical maxims or universals. The study has revealed and tested the pragmatic potential of using the technique of induced perception of the message by the audience.
This technique is based on the phenomenon of foregrounding certain information, with the implied inferences, which the audience would be likely to make. A case study of Albert Gore's public appeal in his "The inconvenient truth" from the angle of pragmatic potential of the mode of communication (the movie, the book, the live lecture) has
shown that the preferential choice among the fundamental aspects of rhetorical proof 
Résumé in German
In diesem Artikel wird eine pragmatisch-rhetorische Analyse der argumentativen Rede 
Résumé in French
Cet article présente une analyse pragma-rhétorique du discours persuasif effectuée en appliquant la théorie de l'information, en modélisant le processus de communication et Mots-clés: théorie de l'information, modèle de communication, appels rhétoriques, perception induite, contexte interculturel, dissonance de la communication.
Résumé in Russian
Эта статья представляет собой прагма-риторический анализ аргументационной речи путём определения и применения теории информации, моделирования процесса коммуникации, а также с использованием классических понятий этос, пафос и логос с целью исследовать убеждающий потенциал фильма "Неудобная правда" (2006) и проанализировать его влияние на иноязычную аудиторию.
Принимая во внимание различные контексты и различные модусы коммуникации для одного и того же риторического сообщения, а также 
